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CHAPTER II 
DEFINITION OF THE TOTAL PROBLEM IN THE THESI S SUBJECT 
Fair Trade in the retail liquor industry in Mass-
achusetts is one of the hottest and most vital topics 
confronted by the retailer. Thousands of words have 
been writ t en about Fair Trade, but in effect these 
words carriea little meaning to the men in the liquor 
industry. The reason for this state of affairs can 
be attributed to the lack of good public relationB 
· a. ~m ,o n g the distiller, wholesaler and retailer. Con-
sequently as a public relations student and as a 
manager of a retail liquor store I shall endeavor to 
show what Fair Trade rea l ly is and how it works. This 
public relations thesis is directed towards the pack• 
age store owners . in the state of Massachusetts. It is 
my contention that if a simple, concise and logical 
dissertation on Fair Trade is written t h en it may be 
read by such package store owners. To reach that aud-
ience seems to have been an insurmountable block in \ the 
way of editors of trade journals and public relations 
II 
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men in the industry, with the exception of vice-pres-
ident Walter Terry, of Calvert Distillery Corporation. 
I THE PROBLEM 
Statement of the problem The purpose of this 
study is to answer: · (1) What are the effects of Fair 
Trade in the Retail Liquor Industry in Massachusetts? 
(2) What do the Boston Retail store owners feel and 
think about Fair Trade? 
Importance of the study. Prohibition was re ~ 
pealed in 1933. We are primarily concerned with the 
great economic impact which was created by repeal. 
The liquor industry had to solve many problems. Where 
the state monopolized the distribution and retail sale 
of bottled spirits the question became somewhat simpler. 
But where seventeen states became "free enterprise" 
states, where distribution· and the retail function were 
vested with the individual, a sy stem of checks and 
balances had to be initiated. This was accomplished 
easily. The various states set up a State Liquor Auth-
ority or, as it is known in Massachusetts, the Alcohol 
Beverage Commi s sion. Local licensing boards were set 
up in every "wet" community to issue licenses. Thus 
far no difficulty has arisen to offset the functions 
of the state and mu-nicipal governing agencies. They 
have been accepted as part of our democratic system. 
Their function is to see that the letter of the law 
is carried out. 
At this point the iron clad ceases. The relations 
between the distillerwwholesaler, wholesaler-retailer 
are based on ethical laws, . and when these ethical 
laws are violated a secondary system must be formed 
in order to prevent further abuses. Ethics in the li-
quor industry is practically non-existent. The reasons 
will be developed later in the thesis. In order to 
combat the flagrant abuses in the industry the prin• 
ciple of Fair Trade was inaugurated. Fair Trade and 
the function of fair trade is hardly understood by the 
personnel in the liquor industry. The student feels 
that a public relations thesis showing in a simple way 
what fair trade really is will be a tremendous 
3 
step towards understanding the principle Vi hich the 
liquor industry is built on --- Fair Trade • 
. II. DEFINITIONS OF TERMS USED 
The Fair 1raQ~ Law and Unfair Sales Act. Amended 
and put in final form by the Le g islative Session of 
1945 is the basis of the fair trade principle in Massa-
chusetts. Chapter 93 (Sections 14A to 14K) is known 
as the Fair Trade Law. Chapter 93 (Sections 14E plus 
Sections 8, 9, 10, 11 and 12) is known as the Unfair 
Sales Act. We are primarily interested in Chapter 93 
( Sections 14A to 14K) which is the basis for the Fair 
Trade Law in the Liquor Industry. Chapter 138 deals 
with the specific problem of punishing licensee who 
violates the Fair Trade Law. Chapter 138 assigns the 
Alcoholic Beverage Commission- the power to punish lie ... 
encees who have violated the Fair Trade Law. 
Section 14A states in effect that no contract 
relating to the sale or resale of a product which bears 
the label or trademark and which is in fair and open 
competition with products in the same general class 
shall be deemed in violation of any law of the common" 
4 
wealth by reason- of any of the following provisions: 
(1) That the buyer will not resell such comDodity except 
at the price stipulated by the vendor. 
(2} That the producer or vendor of a commodity require 
upon the sale of such commodity to another, that such 
purchaser agree that he will not, in turn, resell except 
at the price stipulated by such p roducer or vendor. 
Such provisions in any contra ct shall be deemed 
to contain or imply conditions that such commodity may 
be resold without reference to such a greement in the 
following cases: · 
(1} In closing out owner's stock for the purpose of 
discontinuing delivery of any such commodity, provided 
that s~ch stock is first offered to the manufacturer of 
such stock at the original invo i ce price at le ast ten 
days before such stock shall be offered for sale to the 
public. 
(2) When goods are damaged or deteriorated in quality 
and notice is given to the public thereof. 
(3) By any officer acting under the orders of any court. 
The above Sectiorr 14A is ap plicable to any trade~ 
marked product. Thus far there i s no distinction between 
liquor, drugs, cosmetics etc. _ 
Section 14B a pplies in principle to all trademarked 
products, but the puni shment for the violation is dif-
ferent in the liquor industry by the ame ndment of chap• 
ter 138. This section deals with wilfully and knowingly 
advertising , offering for sale or selling any commodity 
.at les s than the price stipulated in any contract entered 
into pursuant to the preceding section, whether the per-
son so adverti s ing , offering for sale or selling is or 
is not a party to such contract is hereby declared to 
constitute unfa ir competition and to be actionable at 
the suit of any pers on damaged thereby. 
The above is conclusive for any trademarked product 
but the rest of the section de a ls with all Fair t ra.ded 
commodities with the exception of li quor. The section 
goes on to state that a fine of fifty dollars for the 
violation stipulated in Section 14B~ 1 
1. The Commonwealth of Massachusetts Fair Trade Law and 
Unfair Sales Act Section 14A to 14K inclusive 
March 1946. 
6 
Fair Trade proponents in the li quor industry on 
the retail level wanted to take another step to curb 
unfair competition. Through the auspices of the Ma s sa-
chusetts Package Store As sociation an amendment Chapter 
215 wa s pas sed~ The men who led this campaign were Mr. 
George ·Hurst and Mr. Harry Boyer. Hurs t at the time 
of this writing is secretary of the Ma s sachusetts Pack-
a ge Store Assoc1a tion.2 
Chapter 215 which prescribes the penalty for the 
violation of Fa ir Trade in effect states as follows: 
I 
An Act To Eliminate Unfair Competition And Other 
Trade Abuses In The Sale Of Alcoholic Beverages 
Whereas, the practice of price cutting and loss-
leader selling so called, results in unfair competition 
and other trade abuses ; and whereas, Such practice res-
ults in creating undue stimulation of sales of alcoholic 
beverages and contributes to a disorderly distribution 
and sale of alcoholic beverages and is detrimental to 
the proper regulation of the sale of alcoholic beverages. 
Therefore, It is here by declared to be aga inst the public 
welfare and public policy of the commonwealth to permit 
2 Interview, George Hurst, May 1950 
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price cutting and loss-leader selling, so-called in 
connection with the sale of alcoholic beverages in the 
commonwealth and whereas; · the deferred operati on of this 
act would unduly interfere with the proper enforcement 
of the laws relating to the sale of alcoholic beverages 
therefore, this act is hereby declared to be an emer-
gency law nece ssary for the immedi ate preservation of 
the public convenience. 
Be enacted as follows: · 
Chapter 138 of the Genera l Laws as appearing in 
section two of chapter 376 of the acts of 1933 is here-
by amended by inserting after section 23 as amended the 
following section--Section 23A: 
Whenever a holder of a license or pe~ 
mit issued under the chapter is found guil-
ty by the commission of violating any of 
the provisions of sections 14A to 14K in-
clusive chapter 93, . the commission shall 
suspend such license or permit for a 
period of 90 days for the second violation 
and shall revoke such license or permit 
for the third violation. The commission 
may determine whether such a violation 
has taken place upon evidence secured 
by its own inspectors, investi gators or 
a gents, or from evidence submitted to it 
by any person or trade organization or both.3 
3 The Commonwealth of Massachusetts, An Act To Eliminate 
Unfair Competition, Chapter 215 
~-
1 
9 -==~-===1~~~~--~======================~=====================~=============#~~-===== 
The above stated act has been bitte r ly as sailed 
by adherents of Fair Trade a nd by opponents of Fair 
Trade. The adherents contend tha t the act is a lot of 
words and that it has never been enforced. It is felt 
among the retail liquor owners that the act is too 
drastic; and that the Alcoholic Beverage Commission 
has never tried to enforce Fair Trade under Burdnett 
who served as chairman up until 1949. Edward Baker 
succeeded Mr. Burdnett in 1949 as chairman of the ABC, 
and in an endeavor to solve the problem of why the 
penalty for the violation of Fair Trade Act has never 
been enforced, I called Mr. Baker on June 21, 1950. 
His answer to the question was that he did not wish to 
discuss it at the time. 
The conclusions that can be drawn are (1) that the 
Fair Trade Act will never be used as in the Qase of 
Burdnett or (2) that in the near future the act will 
be used and if this is the case, Mr. Baker does not 
want to tip his hand. 
Another factor that must be cons idered is that 
a House Bill No. 542 has been proposed by Mr. Lindstrom 
---------=-==~========================~==========================,============ 
of Cambridge, petition of the Ma s sachusetts Package 
Store Association Incorporated relative to unfair 
competition and other trade abuses in the sale of alw 
coholic beverages. The act is as follows: 
AN ACT RELA TIVE TO UNFAIR CON~ETI­
TION AND OTHER TRADE ABUSES IN THE 
SALE OF ALCOHOLIC BEVERhGES . 
Be it enacted by the Senate 
and House of Representatives in 
General Court assembled, and by the 
authority of the same, as follows: 
Chapter 138 of the General Laws 
is hereby amended by striking out 
section 23A, inserted by chapter 215 
of the acts of 1945,. a:>1d inserting 
in place thereof the following: 
Section 23A. Whenever the com-
mission makes a findin g that a holder 
of a license or permit is sued under 
this chapter has violated any of the 
provisions of secti ons fourteen A to 
fourteen K, inclusive, of chapter 
ninety-three, , the commission,, for 
the first violation shall suspend 
such license or permit for ~ period 
of six days and shall, for the second 
viol a tion, sus pend such lice nse or p er~ 
mit for fift een days, and shall, for 
the third and subse que nt violation, 
suspend such license or permit for a 
period of thirty days . The com~ 
mission may determine whether such a 
violati&n has taken place upon evidence 
secured by its own inspectors, inves-
tigators or agents, or from evidence 
I 
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to it by any person4or trade org-anization, or both. 
Fai.!: .!!rade ~ .!!he principle of _fair play in 
business. Too many people in the liqu or industry 
are forgetting or i gnoring sound fundamentals. One 
of these fundamentals is fair play . In their own 
scramble to beat co mpetition· and t6 increase their 
own sales volume, , they are all too prone to forge t the 
principle of fair play. As a result, wholes~lers are 
not holding on to the mark-up they are entitled to for 
the important services they are performing. They 
are "dealing and wheeling" mo-st of the time; many 
times thy are all but giving away their total profits. 
They disturb normal distribution procedures and methods 
thus impairing the future security of all levels of 
the industry. As so many have found out, their com~ 
petition will not let them e;et away with this flagrant 
abuse and consequently the price war becomes a reality. 5 
This violation of fair play makes participants 
the losers. One factor to consider is tha t sixty 
to seventy per cent of the wholesale price of whiskey 
4 The Commonwealth of Mass. House No. 542, An Act 
Relating to Unfair Competition, 1950. 
5 The Barclay Family, What Fair Trade Really Is, Jas. 
Barclay & Co. ~ Ltd, 22 E. Huron, Chicago, Ill. p. 11 L__ 
====~~~t'==========~-=~~==============================================~1~2======= 
is fixed by Federal and State taxes alone. If the 
wholesalers regard the posted Fair Trade Prices they 
would be better off in the long run. In the first 
place, the per capita consumption remains about the 
same. 
6 Giving deals by the wholesaler will not raise 
the per capita consumption. And let us sa y hupothet-
ically, if it did raise the per capita C()nsumpt ion, 
· then the liquor industry will be faced with a greater 
social and moral responsibility which will be even 
harder to meet. 
Fair Trade insures the small retailer, who pays 
the same license fee as a volume retailer, the same 
mark-up as the volume retailer. Is it fair for a 
volume retailer to buy one hundred cases of a whiskey 
at $34.99 a case while the small retailer can afford 
to buy only one case at $40.00? The merchandise is 
the same. The volume store sells the same brand as 
the small retail store at one dollar a bottle less, 
and in turn the consumer thinks that the small retailer 
is gouging the public. Where there is such a signi-
ficant social and moral responsibility attached to 
6 The Wholesalers' Position, Address by B. A. Fischell, 
Palmer House, Chicago, , Ill. May 16, 1950 
---=---------=11=-=========-====·====-"----=== 
the industry we, in all phases of the industry (the 
distiller, the wholesaler, . the retailer) must adhere 
to a standard of fair play. And fair play has been 
interpreted as Fair Trade.? 
Price-Cutting. Price cutting which becomes 
monopoly's most potent weapon can be discussed at this 
time. The late Justice Brandeis noted: 
"America should be under no 
illusions as to the value or effec~ 
of price cutting. It has been a most 
potent weapon of monopoly---a means 
of killing the small rivals to which 
the great trusts have resorted most 
frequently. . It is so simple, so 
effective.. Farseeing capital se~ 
cures by this means the cooperation 
of the short•sighted unorganized 
consumer to his own undoing." 
Justice Brandeis was not making a specific re• 
ference to the liquor industry, but to the predatory 
practice of price-cutting in any industry. 
The liquor bus i ness admittedly is very competi-
tive. So are many others, as such expanding industries 
as television. But just because the liquor industry 
is competitive is no reason for the personnel in the 
7 Barclay op cit p. 12 
industry to abandon sound merchandising principles 
and adopt pricing policies designed to reduce mark-
ups without regard to the realities of the industry. 
Such a course can be ruinous. There is absolutely 
no question about it. Cutwprice policy always end up 
in destroying consumer confidence and this,, in turn, 
creates poor public relations. The consumer's con-
fidence in a product which the retailer sells is de-
S 
strayed. 
No one wants to believe tha t yesterday's bargain 
really represented a loss to the ret a iler or to 
the wholesaler. 
Due to poor public relations between distiller 
and the retailer, the retailer can only visualize 
volume sales, Each liquor store has its saturation 
point in regards to sales. . The liquor store owner, 
in order to exceed this saturation point, turns 
to cutting prices to create a volume business. By 
cutting prices he jeopardizes his profit control 
and thereby fooling himself. 
8 Personal experience, Victory Bottled Liquors, 
Allston, Mass. 
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Let's lo ok at it this way. In the words of 
Victor A. Fischel, President of Seagr ams-Distillers 
Corporation: 
"There is little, if any-
thing that any of us can do to 
increase total consumption of 
distilled spirits. . That de-
pends on overall economic and 
social conditions. The record 
proves that unethical practices 
of cutting prices on liquor 
has never improved over-all 
sales performance. All that 
happens when we cut prices by 
g iving away le gitimate mark-up 
today is that we borrow tomorrow's 
business. 11 
The preceeding is what take s place when business 
is run unethically without Fair Trade or with the 
flagrant violation of the Fair Trade laws. 
If Fair Trade is enforced and if it is followed 
to the letter of the law by the majority of ' the 
licencees, the liquor business would be a business 
with scruples. 
Fair Trade, as discussed previously, is the 
sal~ation for the small retail outlet. If the 
volume stores adhere to the Fair Trade principle, it 
will help equalize competition. It must be 
1 
remembered that volume stores do not do all their 
gross business because they are cutting prices 
but because they usually have a good business lo-
cation~ Location of t he outlet is an important 
factor a.nd it seems as if many retailers are for-
getting this factor. 
A code of ethics in the liquor industry is 
synonymous with Fair Trade. Many l~r~e retailers 
feel that Fair Trade is in restraint of trade and re• 
straint of trade is not condusive to the free enter-
prise system. Those who profess this belief are 
the ones who operate volume stores. They are the 
ones who are the posessors of "house accounts," another 
of the great evils in the industry.. If Fair Trade was 
held "in restraint of trade" then the liquor business 
would never have any semblance of a code of ethics. 
The effects would be similar to the trusts tha t 
Teddy Roosevelt 11 busted. 11 The people who contend 
that Fair Trade is in restraint of trade, against 
free enterprise, must remember that we are not working 
under a laissez ... faire philosophy. : ., ' · 
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In Boston, March 1950, Philadelphia Whiskey 
bottled by the Continental Distilling Corporation in 
Philadelphia, Pennsylvania, . an "A" blend of whiskey 
which entered into a Fair Trade contract to sell for 
$4.15 in the state of Massachusetts, was being sold 
by a great many retailers for $2.89, $2.99, $3.25 and 
$3.65. At this time the whiskey cost $2.87 a fifth 
on one case lot. On large sales it cost approximately 
$2.69 a fifth. It stands to reason that the wholesal~r 
did not make any money because the Federal and State 
tax came to over $2.25 a fifth. An industry survey 
of buyers taken at that time showed that consumers 
actually believed that the retailer was making a profit 
9 
at that price. The consumer also believed, as a re ... 
sult of this "bargain for one month11 , that the normal 
price in the market at $4.15 a fifth represented a 
terrific gouging by the industry. Consequently, the 
consumer will not pay $4.15 at a small retail outlet 
when he can get the exact same product for $1.26 less. 
The ultimate result would be that the small retailer 
9 Fair Trade---One Distiller's Experience, Walter F. 
Terry, Chicago, Ill. May lS, 1950. 
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would be driven out of business and there would be 
left only a few large volume stores, monopolies if you 
wish, which in turn would raise their prices after the 
elimination of the small retailer. This is one serious 
problem that would effect all small retail merchants if 
there was no Fair Trade. 
Prostitution of Trade Mark. The primary aim of 
the Fair Trade law is to protect the property--namely , 
the good will---of the producer. The p rice r estrict ion 
is ~dopted as an appropriate means to a perfectly leg-
10 itimate end , and not as an end in itself . Good will 
i s a valuabl e contri but ing aid to business, sometimes 
the moet v0 luable contributing asset of the producer 
or distributor of commodities . And distinctive trade-
marks, labels, and brand s are legi timate a ids to the 
creation or enlargeme nt of such good will. 
The act proceeds upon the theory that sale s of 
identified goods at less than the price fixed by the 
owner of the trademark or brand is an assault upon g ood 
will and constitutes what liquor men refer to as pros-
titution of trademark . The layman can call this practice 
"unfair competitlon.il There is a great body of fact 
10 Barclay, op cit p. 12 
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and opinion tending to show that price cutting by 
retail dealers is not only injurious to the g ood will 
and business of the producer and distributor of the 
identified goods, . but injurious to the general public 
as well. By virtue of the fact that all Fair Traded 
products must, by law, compete with each other and 
with non-Fair-Traded private brands, Fair Trade 
laws do not restrain free competit1on. 11 
In signing the New York State Fa ir Trade Law 
(Mandatory, which received a set-back in the State 
supreme court in early 1950) the governor at that 
time, Herbert H. Lehman, said; P'Thi s in no way sanc-
tions monopoly, monopoly prices or combinations in 
restraint of free competition between commodities. 
This is true because the provisions of the bill are 
applicable only to a commodity which is in fair and 
open competition with commodities of the same general 
class produced by others. The prices of commodities 
that are sold in fair and open competition with 
other commodities of the same general class will al-
ways be subject to control by the powerful forces 
11 Ibid p. 12 
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of competition. If a manufacturer markets his 
p roducts at a price which the consumer deems too 
high, the consumer will naturally purchase a commod-
ity of the same type by another manufacturer who 
is willing and able to market a lower price~ 12 
The liquor business can be run ethically only 
with the enforcement of Fair Trade •. Fair Trade is 
shown in the interests of all parties and, through 
legislative action, it is the law. 
To many people, the industry's picture today 
seems to be a sadly confused one. Nearly everyone 
seems pessimistic, and this pessimism leads to fear 
and fear leads to desperate attempts to increase 
volume. Here the wholesaler and the retailer cut 
corners and indulge in unethical practices •. 
It is well to look at consumption. The con-
sumption of distilled spirits has declined from the 
exceptional war time peak recorded in 1946, but as 
compared with the prewar year 1940, there is a 
12 Ibid p. 12 
20 
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marked gain of seventeen per cent. This is a 
o~us~ for optimism rather than pessimism. 
The sales pattern has also changed since re~ 
peal • . All distillers and all wholesalers have 
learned much about merchandising and selling. More 
importance is put on public relations. Everyone is 
aware that in liquor industry brands mean more than 
ever before. This can be indicated by the slow 
deaths of so-called "mongrel 11 brands while those 
that survived were the brands tha t had the advertising 
dollar behind them. It is a fact that fifty per~ 
cent of all whiskey sold in the United States to~ 
day is represented by ten top brands. 13 This factor 
is certainly correlated to the effectivenes s of 
Fair Trade • . 
Also, and this is particularly significant for 
those who are particularly pessimistic about future 
consumption, over sixty-five per cent of all whiskey 
being sold is in the "A11 blend field (over $4.00 a 
fifth). 14 
13 v. A. Fischell op cit p •. 9 
14 Ibid p. 14 
I 21 
Way then is there so much pessimism in the 
liquor industry? Perhaps the answer may be found 
in the lack of sound thinking and lack of ethics. 
In the scramble to beat competition and to increase 
volume sales there is much "dealing and wheeling, 11 
most times on a modest scale, sometimes on a dis• 
astrous scale, giving away their profits, . disturbing 
normal distribution procedures and generally im~ 
pairing the future of the industry. 
Ethics at this stage of the game are thrown out 
the window. The salesman"""retailer relation is, "I 
can give you 2% off on two cases, 11 an unethical 
approach. The retailer replie~ " Make it 3% and it's 
a deal." 
There has been much lip service about being 
ethical, f01lowing the Fair Trade prices , but in most 
cases it has been just lip service.15 The retail 
liquor businessmen must cut out their unethical 
practices or they will find some day that the state 
has taken over the retail outlets. 
15 Personal e xperience in Boston 
22 
enterprise failed because of the abuses of a few be d 
cause of the abuses of a few individuals who in their 
practice of free enterprise destroyed the small 
entrenpaneur. We are now working under a philosophy 
of government relations and regulation in all 
industries. This was occasioned by the abuses of 
the advocates of unrestricted enterprise and who, 
in turn, swallowed the small fellow. 
The enforcement of Fair Trade is the only hope 
for a code of ethics. 
Since repeal seventeen years a go, the turmoil 
of price wars, lack of ethics, fear of competition 
has instilled hate and dislike within the industry. 
Anything bad said against a competitor was imbedded 
into ones mind whethe r it was true or not. This 
lack of faith in ones fellow business ma n led to 
the abandonment of ethical practice. Peope a re in-
herently ethical, but abuses in the liquor industry 
grew so r ap idly that ethical standards were 
shattered . 16 
16 "Modern r:Ii nd vs Ethical Laws ," C. Dadiskos, Ap ril 
1950 
With the advent of Fair T~ade and its effects, 
the small owner does not feel towards his competitor 
as previously, knowing that the same merchandis is 
sold for the same price. . There is more friendly 
attitude. 
24 
CHAPTER II 
DEFINITION OF THE SPECIFIC PROBLEM• 
The specific problem to be solved in this thesis 
is as follows: What do ~he Boston Retail Package 
Store owners feel and thin~ about Eair Trade? 
In order to answer the above question we must 
understand the problems which confronted the Boston 
retailer. These problems helped form his philosophy 
and his business psychology. The final analysis 
can be drawn by the content of the Dadiskos ques-
tionnaire. 
The retailer started to change his philosophy 
in 1938. At the time there was no effective state 
Fair Trade Laws , except for California, the Miller 
Tydings amendment of 1937, which eased the way for 
the manufacturer to set a price for a nati onally ad• 
vertised trade mark product~~7 
The price war began at the source, through 
11 iieals." The distiller gave the wholesaler deals 
17 Marshall Dimoc k , Business and Government (New York: 
Henry Holt & Company, 1949) p. 349 
I 
I 
I 
li 
I 
I 
and the wholesaler gave the large retailer 11 dea,ls." 
This first happened in New York. Martini and Rossi 
imported vermouth was fair traded for $1.29 a 
fifth. l 
At this period the retail outlets were working 
on a 50% markup which is twenty-eight per cent more 
than they make today. Macy's of New York put on a 
one hour sale. The sale of two bottles of Martini 
and Rossi for the price of one. The smaller stores 
were foolish enough to try and fight Macy's depart-
ment store. Many stores had to file bankruptcy 
papers. The wise liquor store owners boarded up 
their shops and unofficially "closed for renovation." 
In no time at all Martini a~d Rossi was selling 
throughout New York for nine cents per bottle. 
Deal after deal on products that were na tionally 
advertised wa s the rule rather t han the exception. 
Hi gh spotting became a criterion in merchandising 
under this disorderly market. 
The price war drifted west to Chicago. 
26 
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After New York and Chicago the price war s ta r te d 
in Bo s ton. Deals were made between the wholesaler 
and retailer. ~ny name bra nd su ch as Ca r e t a lrs or 
Schenley were offered at tremendous discount s . If 
a retailer boug ht one hundred ca s es of whiskey he 
was given thirty-three cases free. 
In my interview with Mr. Boyer, past pre sident 
of the Package Store ~ssociation and at present 
owner of a package store in metropolitan Boston, he 
stated that the distillers were taking a share of 
pro~its from other state operations and dumping it 
into a fund which covered the deficit after selling 
merchandise to the wholesaler below distilling costs 
in Massachusetts. At this time Schenley high ... s potted, 
which meant that free Schenley g oods were g iven to 
a retail outlet so that they could sell the Schenley 
18 brand as a loss-leader. 
In Allston, the store that I now manage, sold 
19 Schenley at $1.27- a quart, 100 proof. 
18 Interview with H. Boyer-- June 1950 
19 The store was under different management in 1940 
The price war hurt everyone. Loss-leaders were 
the rule rather than the exception. Cambridge was 
one of the few cities where the price war did .not 
reach. National brands were kept off the shelves for 
over a year in Cambridge. The reason Cambridge did 
not feel the ill-effects of the price war was d u e 
to the fact tha t the package stores were strongly 
20 
organized. 
This was all happening in 1940 and 1 941. In 
1942 a few men namely; Peter Norton, J.L. Regan, 
G.J. Hurst, all package store owners got together 
and formed the Massachusetts Package Store Association, 
Inc. The purpose of this organization was to protect 
the interests of its members in all matters; to furn-
ish its members with information and advice con~ 
earning problems arising in alcoholic and fermented 
21 
malt beverage package store. 
Since the formation of this association eight 
years a g o the M. F .A. is now the largest and best fin-
22 
anced association of package stores in the country. 
20 Ibid--Interview 
21 Article II By-Laws of the M .P .A., Inc. 1942 p3 
22 Interview, George Hurst 
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The Association i s getting stronger be cause 
more and more stores are joining the organization. 
The reason for this is because the M.P.A. stands for 
Fair Trade Laws in the industry. That has been their 
theme. The owners who have felt the futility of a 
price war are jumping on the band wagon and looking 
towards the M.F.A. for leadership. 
At the time of this writing business has taken 
a perceptible decline and a few volume stores have 
started to cut prices. The reaction was spontaneous. 
Members and non-members of the M.P.A. got together 
and discussed the problem of price cutting. And it 
was decided by a large majority that the Fair Trade 
22 Law must be upheld. 
My questionnaire brings out this point. The 
questions are simple and self-explanatory. The 
questions and answers are as follows: 
22 Personal experience, C. Dadiskos, January 1 950 
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1. So far as you are concerned do you think that 
Fair Trade has helped to stabilize the retail 
market? 
Has helped ... l5~ ....... . 
Ha s not helped •..• ~ ....• 
No opinion ... ~ .. ··q····· 
2.a What would help your bu s iness most? 
To maintain Fair Trade ... ~5~ .• 
To abolish Fair Trade ..... ~ ..• 
No opinion ..........•..... Q ..• 
b State briefly your chief reason for your above 
answer. 
The ei ght stores which state that Fair Trade 
has not helped their business most contend t hat 
Fair Trade is in restraint of trade. It is to 
be noted that these eight stores are large re-
tail outlets that do volume business. 
The other 152 in e~fect say that Fair Trade 
creates f a ir co mpetit ion, Fair Trade helps the 
little fellow, and Fair Trade g ives you a pro-
fit. 
30 
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3. What is your opinion of the penalty for the 
violation of the Fair Trade Act? 
Too severe •. 86 .... 
Not severe enou gh •• ~4 .... 
No opinion ......... ?Q ..•• 
Just right •......•• ~6 .... 
4. Are you in favor of the bil l proposed by the 
Mass. Package Store Association which lessens the 
penalty for violation of the Fair Trade ~ct ? 
Yee ...... -~~ ..••• 
·- t:;2 1\J 0 ••••••• -t •••••• 
No opinion.~Q •• 
5. In your opinion do you think that beer should 
be fa.ir traded? 
Ye s .... ~4Q ..... . 
16 No ....•......•.• 
No opinion .. .4 . . 
6.a In your opinion do you think that a posted fair 
trade discount should be given on case retail 
sales? 
Yes ••••. . lZ4 ..... 
No . •...••. -~~ ...• 
No opinion •• 1 .... 
r-----b~: your answer is yes, state what per cend 
discount you would recommend. 
45 who ans,Nered yes recommend a 10% discount 
35 who answe red yes recommend a 5% discount 
1~ who an swered yes recommend a 3% discount 
12 who answered yes recomme nd an 8% discount 
4 who answered yes recommend a 6% discount 
4 who answered yes recommend a 7% discount 
12 who answered yes recommend one bottle free 
with every case sale. 
7. Which distiller of the "big Four" do you think 
has done most in tryi ng to solve the fa ir trade 
problems'? 
Schenley Affiliates ... ~~ •..• 
Seagram Affiliates ..• -~~ ..•• 
Hiram Walker .....••.•• ~7 ...• . 
National Distillers .... ~ .... 
No opinion ••....•....• 11 ••.• 
8. In your opinion what do you think the distillers 
should do to make fair trade more effective? 
Police their brands more often •.. l40 ......• 
Police their brands less often ... Q.; ..... 
Police their brands only on complaints .. l1. 
No opinion ••..... 7 ..•.••• 
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9. In your op inion do you think that the A B C 
should be given an active voice in helping en-
force fair trade? 
Yes ....• • 146 . .... . 
No • •••.••. ~- •••••• 
No opinion •• ~4 .... 
10. In your op inion do you personally think that the 
distillers favor fair trade? 
Yes ...•.. e ....... . 
149 No • ••••..••••••..• 
No opinion •• 3 ....• 
11. Do you know the difference between mandatory 
fair trade and voluntary fair trade? 
Yes •.•.•• J.J.~ .. ...•• 
No • •••••• • 3 ......• 
No opinion .. 3t3 •••••• 
12. Do you think that Massachuse t ts will become a 
monopoly state within the next twenty-five years? 
Yes •••.• • lflt •..••..•• 
No ... ..... J.Q~ •. ...... 
No opinion •• ~ •.....• 
13. ~t app ears certain that there will be an over 
production , of whiskey ne xt year. Do you think 
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that fair trade will be an effective means of 
stabilizing the market in the event of over 
production? 
Yes ..••• 1~1 •••••.• . 
No •••..•• ~? ...... . 
No opinion ••• 1 ...• 
14. In your opinion do you think th~t posted deals 
encourage the retailer to sell below fair trade 
prices? 
Yes ••••• lll ...... . 
l\To • .••.•• ~ .1 . •••••• 
No opinion •• $ ..... 
15. In your opiniorr do you think that po s ted deals 
(by the wholesa ler) should be abolished? 
Yes ••.•••• 68 .......• 
88 No • • • •••••..•.•••• • • 
4 No opinion •••.•.•..•• 
16. In your opinion do you think that the wholesaler 
who carries an exclusive line advocates a more 
rigid policy of fair trade than the wholesaler 
who shares his line of whiskey? 
34 
Yes • •.•• • l4t5 . ....... . 
No ••••••••• ~ ~ •••••••• 
No opinion ••• ~ ......• 
17.a In your opiniorr· do you think that an exclusive 
liquor line should be granted to only one whole-
saler? 
Yes .••.•. 76 .••.....•. 
No • •••••.• f?Q ........ . 
No opinion ••• ~lt . ....• 
b State briefly your reasons 
The seventy-six stores that answered yes con-
tend that exclusive liquor lines (1) con-
stitutes less "wheeling and dealing" (2) keep 
a rigid policy of fair trade. 
The sixty stores that answered no contend that 
an exclusive liquor line (1) makes the whole-
saler too independent (2) overbearing (3) bad 
credit situation , 
The content analysis of the questionnaire is si g-
nificant. The Boston retai l merchants have gone through 
a price war from 1938 throu5h 1941 at which time war 
3'3 
was declared. Business as in other types of businesses 
was generally good. The economic principle of de-
mand and scarcity of goods made business good. Fair 
Trade during the war years was not a pressing problem 
because there was no over-supply. 
Today business has slackened and the retail mer-
chant is concerned. He knows what hap pened in 1938 
consequently, his philosophy has change d so that the 
great majority want Fair Trade as shown by the a~ 
bove questionnaire. 
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CHAPTER III 
THE QUESTIONNAIRE RESULTS 
The techni~e involved had to be determined by 
the student as one choice out of two possible tech-
niques. The student at first mailed out ten question-
naires and after waiting one month without receiving 
any resp onse the student decided to interview two 
hundred out of the two hundred and eighty package 
stores in the city of Boston. Ths student's attitude 
towards taking the initiative to interview two 
hundred package stores throu ghout the city of Boston 
is twofold {1) the student has been the manager of 
the Victory Bottled Liquors Incorporated since June 
1948 and is naturally interested in the liquor bu-
siness aside from the academic endeavor and (2) as 
;t 
a public relations student is important for him to 
I\ 
learn personally how the retailers feel and think 
about Fair Trade. With that in mind the student vi-
sited two hundred package stores to get the answers 
to his questionnaire •. 
The student's attitude towards Fair Trade has 
changed in two years. At first it seemed to the 
student that .verticle price fixing was unconstitu-
tional, but after watching the abuses, each of ethics 
__ ,.,_,., ----·-- ... --~-.......... 
in the retail, wholesale liquor industry it became 
evident that Fair Trade is the only solution for a 
semblance of fair competition. And in an endeavor 
to help the cause of Fair Trade in the retail indus-
try, the student has been active in organizing the 
package stores in the Allston, Brighton and Brookline 
sections of Boston and Metropolitan Boston as in the 
" 
case of Brookline. He was elected on the advi~~y 
board of the Allston, Brighton and Brookline group. 
As a graduate from a school of public relations 
the student felt that it was his responsibility to 
write his Masters' thesis on a timely, and misunder-
stood subject. The subject, The Effects of Fair 
Trade, is important to the student and to the people 
in the liquor industry. It is important because a 
slight misinterpretation by anyone can cause poor 
public relations and a damaging blow to Fair Trade. 
Consequently, the student has tried to help solve 
' 
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this dilemma by writing a simple thesis that all 
package store owners may be able to read and under• 
stand. 
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CHAP TER IV 
SU MMARY AND CONCLUSIONS 
I FAIR TRADE BE~""EFITS THE PUBLIC AND THE 1\I ERCHANTS 
It is difficult to believe that in the long run 
the public will profit if the courts allowed unscrup-
ulous merchants to cut reasonable prices for some 
ulterior purpose of their own, and thus to impair, 
if not destroy, the producti on a nd sale of articles 
which the public should be able to get. 24 
Reckless price cutting injuriously affects 
both consumers and inde pendent retailers alike . The 
__ , __ ... -----...,..........._ 
use of loss leaders builds up a 1phoney bargain psy-
\ 
chology in consumers and they a re easily persuaded 
to buy little-known goods with mark-ups sometimes 
,....... 
rang ing up to 1500 per cent. From 20 to 40 percent 
is considered a fair mark-up in the retail field. 
This is especially true in the retail liquor outlet ! 
in Massachusetts where an expens ive refri geration 
unit keeps beer cold for the consumer. 
24 Justice Holmes, Barclay Family~ op cit p.l2 
----~ 
I 
The small retailer---as, for instance, the 
neighborhood li quor store---is often the one who is 
useful to consumers, throu gh convenient ava ilability 
of goods and throu gh actual services rendered in 
connection with them. He must, of course, have a 
fair margin of profit on his sales to carry his over-
head and cover the services he renders. And he is 
the retailer who suffers most i mmediately and per-
haps most disastrously from price cutting . 
The question may a rise whether Fair Trade tends 
to keep prices up . A s tudy by the National As s ocw 
iation of Chain Drug Stores of Fair-Traded drug 
price s in April 1947, an intense inflationa ry period 
showed t ha t Fa ir Trade prices on 7,334 items had 
rt ~en only 3.1 per cent betwe en 1939 and 1947. 
Bure au of Labor Statistics for the same period showed 
that food prices had risen 93 per cent; household 
products 81 percent ; the over-all cost of living, 
59.3 per cent; and miscellaneou s i tems, 38 .5 per cent~5 
These factors are a certa in indica tion tha t Fa ir Trade 
benefits both public and the merchants. 
25 Barcla y Family op cit p. 11 
II F AIR TRADE LIMITS TWNOPOLI S TIC PRACTICES 
The above mentioned subject is highly contro-
versial. The student has shown the effects of a 
market without Fair Trade, and how the retailers' 
psycholo gy has changed s o that an overwhelming 
majority want to adhere to the fair trade sys tem. 
The policy of the state f a ir trade l a ws was 
written into the federal anti-trust laws by the 
Miller-Tyding s amendment of 1937. 26 Many economists 
and authors such as Marshall Dimock contend that 
Fair Trade is in restraint of trade. If Fair Trade 
were abolished I know of at least fifty retailers 
in the city of Boston that would be running their 
busines s in the red. I would be in that category. 
There are liquor stores with treme ndous a mount of 
capita l who could buy direct from the di s tiller 
quantity g oods and undersell the " small fello ws, " 
a nd even t ually put us out of bu e ine ss . This i s not 
the free enterpri se s ystem. Today, we a re confronted 
wi t h fair competition. Fa ir competition i s relat ively 
- rJ, 
youn , but it ha s foun} its p l ace among business 
26 Mar shall Dimock, Government and Business, op cit 
p . 424 
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bec a use it is the sole factor which keeps l a r ge 
trusts from swal lowing u p the 11 11 ttle fellow.'' 
Fair co~pe tition was brou ght about in the liquor 
indu st r y by the Fair Trade l aws . Without fair com-
peti tion you have monopoly's most pote nt weap on----
price cutting. 
With Fair Trade price cutting falls to a minimum 
scale. This gives the "small fellow," a chan c e to 
compete against the big out f it s on a fair and even 
plane. 
I II F I\ IR TRADE CREATES A STABLE MARKET 
At the time I turned in my pros"p ec tus to the 
graduate committee I was under the impre s sion that 
Fair Trade creates a stable market. I discussed the 
merits of Fair Trade in the ethica l sense and have 
proved that Fair Trade is beneficial to the great 
majority in the liquor industry. When th~ statement 
is made that Fair Trade Create s a Stable Market , it 
means that one is dealing with an economic principle 
that has no " shades of gray." It either does create 
a stable market or it does not create a stable 
market. There are two definite app roaches to the 
problem and I would li ke to pre sent both arguments. 
It is the contention of V. Fischel president of 
Seagrams-Distillers Corporation, a notable expert in 
the field, that Fair Trade creates a stable market. 27 
1alter F. Terry the greatest advocator of Fair ·Trade, 
the first man to take the initiative on Fair Trade 
and had the first Fair Trade bill passed in California 
only two weeks after repeal, also contends that Fair 
27 V. Fischell op cit p. 16 
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Trade c~eates a stable market. Mr. Terry , vice-
president of CalvertB Distilling Corporation in a 
speech on Fair Trade in May 1950 before a group of 
wholesa lers s tate s that stabilization beg ins with 
the reta il price, and that no stabilization is 
28 pos s ible without Fair Trade. Fair Trade which 
was first used essentially in the drug business has 
been charg ed very often with having raised the 
ultimate consumer pr ice. In the l a te thirties a 
survey was mad e a nd it showed that Fair Trade actu-
ally resulted in a lowering of the price. In effect, 
Mr. Terry contends that Fa ir Trade stabilizes t he 
market. · 
The other side of the question is usually taken 
up by the editorial written of the variou s trad e 
journals. Their main stand is as fo l lows: It is 
pos Eible to have "fair trade" and an unstable market 
because "fair trade" is never the key _to the market 
situation. Fair Tradeis an artificial device which 
is udes to preserve an orderly market. · FB.ir Trade 
. ld " 1111 is be1ng so as a cure a • 
28 W. Terry op cit p. 14 
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IV FAIR TRADE I N MAS2.ACHUSETTS IS CONST ITUTIONAL 
Package store dealers in Illinois, Loui s iana 
and New York are s tanding by anxi ously awaiting the 
results of court battles now in progress determining 
and constitu tionality of the mandatory fair trad e 
laws in the three above states. 
In New York the mandatory ''f air trade" law has 
been declared unconstitutiona l in a unanimous decision 
handed down by the Appellate Division of the State 
Supreme Court. The decision was given in a case 
brought by E.S. Levine, operator of a package store 
where license was revoked for an alleged third via-
lation in selling below the minimum re sale price 
set by the supplier under the law. 
After obtaining a stay of execution of the State 
Liquor Authority revocation order, Levine filed an 
a ppeal from the SLA ruling *ith the Supreme Court. 
He based his appeal on the ground that the SLA had 
been"arbitrary and capricious in its ruling because 
the fair trade law was unconstitutional.u 
=====~,========================·==~=-=-============================~~===== 
At the present time the decision declaring 
the law void has not been entered by the Appellate 
Division, a step necessary to clear the way for an 
appeal by the SLA and final ruling by the state's 
highest tribunal, the Courts of Appeals. The SLA 
hopes to delay the final ruling as long as possible. 29 
With the Court of Appeals due to adjourn for 
the summer (1950) it now is believed unlikely that 
any action can be taken before the fall term of 1950. 
The effect of this turn of events would be to keep 
the mandatory "fair frade" law on the statue books 
until l a te in the year 1950, thereby giving "fair 
trade" supporters and the SLA a better opportunity 
to draw up a voluntary "fa ir trade" law patterned 
after the Massachusetts "fair trade" law.3° 
The decision in Illinois was entirely different. 
On July 15, 1949 the Illinois Circuit Court of Cook 
County rendered an opinion that the mandatory feature 
o·f the Illinois liquor "fair trade" law was unconsti-
tutional. This decision has been appealed to the 
29 Ibid p. 45 
30 Ibid p. 46 
state's Supreme Court, but no decision has been 
31 
rendered as yet. 
In Louisiana, Civil District Court Judge Rene 
A. Viosca has gr anted the Louisi ana Board of Al- . 
coholic Beverage Control a sus pensive appeal which 
stays the effect of a decree by the same jurist 
holding price fixing provisions of the state Liquor 
Control Act unconstitutional. 
The appea l also stays Judge Viosca's permanent 
injunction prohibiting the board from i nterfering 
with the retail liquor operations of Schwegmann 
Bro., insofar as the feature of the act declared 
7;2 
unconstitutional were involved./ 
The above cited cases are all under Mandatorx 
state Fair Trade laws. In Mas sachusetts the Fa ir 
Trade Law comes under the cate gory of Voluntary 
Fair Trade Law. In simple l anguage the difference 
is that under the manda tory system a distiller is 
. forced to put his product on fair trade while under 
the voluntary system such as here in Massachusetts, 
the distiller puts his product on fair trade throug h 
31 Ibid p. 46 
32 Ibid p. 46 
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his own volition. That factor makes the bi g dif-
ference in the constitutionality of the laws. 
1 
V PUBLIC RE LATIONS OBSERVKTIONS 
The student feels that the public relations in 
the liquor industry is at a new low. This also 
includes trade rel a tions among st distiller, whole-
saler a nd reta iler. 
The student contends that the li quor industry 
has not met it s social and mora l obligations to the 
public. The liquo r industry has pl a yed only a small 
pa s t in community relations. 
There a re two public relations corpora tions 
sup ported by the l i qu or industry. The Licensed 
Beverag e Institute ahd t~e Distill e d Sp irit s Institute. 
The L.B.I. has ina u gura ted a policy of institu tional 
advertise ments in Loo~ and Life ma gazine. The D. S .I. 
sends pamphlets, infequently, to the v a rious reta ilers 
g iving them fact s about re pe a l and t h e a ccompli s hments 
of the li quor indus try. 
The above f a ctors do not constitute good public 
relations. Much more is needed. 
The retailer s have pra ctically no faith at all 
in the distiller. Question ten of the que s tionna ire 
0 
I 
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proves that the retailers~nineteen to one,do not feel 
that the distiller favors Fair Trade. The distillers 
are constantly advocating Fair Tr a d e . All their 
work is undone by wholesalers and salesmen who cut 
their wholesale price to the retailer so that the 
wholesaler can get rid of the goods which the dis~ 
tiller allocated to the wholesaler. This condition 
cannot bring about good public relations. 
P oor public relations has be en b rou ght about by 
the incompetent men who head the public relations 
offices of the distillers. Often times, their jobs 
are g iven to various Alcoholic Beverage Commissioners 
after their state appointment has elapsed. Such is 
the case of A. G. Burtnett former chairman of the ABC 
commission of Massachusetts, who is now Director of 
Public Relations for the Seag ram Distillers Corporation. 
Mr. Burtnett, as commissioner of the ABC, never once 
prosecuted a Fair Trae e violator. 
Good Public Relations in the liquor industry can 
come about only if the distiller, wholesaler, and 
retailer can have faith in one another. The ret a iler 
should realize the i mp ortance of community relations. 
The distiller should educate the wholesaler s a nd re-
t a ilers in the social a nd mora l re s po nsib i lities which 
the liquor people must meet. These factors are 
negli g ible in the liquor industry and that is why the 
industry does not en joy g ood Public Relations. 
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APPENDIX 
Before Fair Trade can have any le gal standing in 
Massachus e tts Fair Trade "notices" must be di s tributed 
to all package stores. On the following pages there 
are a few samples of these Fair Trade "notices." 
"FAIR TRADE" NOTICE 
Please be advised that G. Kreu ger Brewing Co., Inc. 
(a Massachusetts corpo ration) has entere d into a Fair 
Trade Agreement with a Massachusetts ret a il de a ler and 
lice nsee located in Boston, Mas s., which, pursuant : to 
the provisions of the Fair Trade Law of the Commonwealth 
of Massachusetts establishes for the retail trade in 
the "Met ro politan Boston Trading Area," as said t e rm is 
defined in said Agreement, the minimum re sale prices a re 
the price s at which Krue ger malt beverages are to be sold 
to the consumer in said Area in the ori g inal packa.ge s for 
off-premises consump tion effective June 1, 1950. G. 
Krueger :e_rewing Co., Inc., has however reserved the ri ght 
under said Agreement to revise or change such minimum re• 
sale price s at any time as it may see fit by giving the 
notice provided for in the Agreement. In the event that 
G. Krueger Brewing Co., In·c., shall make such changes or 
revisions or shall otherwise amend or cance l the Agreement 
all retail licensee customers of G. Krueger Brewing Co., 
Inc., in said Area will be notified in an ap propriate 
manner. 
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A copy of said agreement is on file and may be in-
spected at the offices of G. Krue ger Brewing Co., Inc., 
37 Jersey Street, Boston 15, Ma ssachu setts. 
COPY 
G. KRUEGER BREWING CO. I Inc • 
37 Jersey Street 
B6ston 15, Massachusetts 
Telephone: Commonwe a lth 6-1160 
Gentlemen: 
We are pleased to announce that starting May 8, 1950 
in accordance with the wishes of our many valued customers 
the products of ~he James Hanley Company of Providence, 
Rhode Island, will be fair traded pursuant to the Fair 
Trade Law of Ma ssachusetts. We have executed Fair Trade 
Contracts covering Hanley Extra Pale Ale and Hanley Extra 
Dry L~ger Beer •. The establtshed mini~um resale prices 
of our products are shown on the enclosed price l is t and 
are effective in the ~erritory covered by the two distri8 
butors servicing the Metropolitan Boston trading area: 
Costello Distributing Company, Inc.(Ale Distri-
butor) 
#23 E. Eighth Street 
South Boston, Mas sachusetts. 
Sullivan Distributing Company (Lager Beer 
Distributor) 
34 Midway. Street 
Boston Ma ssachusetts 
All shipments made to you by either Costello Distri• 
buting Company Inc., or Sullivan Distributing Company will 
be subject to the Fair Trade Law of the Commonwealth of 
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Massachusetts, and we reserve the right to limit shipments 
of our products to those off~premise package license es 
within the area who will cooperate by not selling below 
these listed minimum resale prices. 
We wish to thank you for your past business and 
assure you that your continued support of Hanley Beer and 
Ale will be sincerely a ppreciated. 
LFA:M 
Enclosure 
COPY ' 
Yours very truly,_ 
THE JAMES HANLEY COMPANY-7 
L. F. Almy 
General Sales Manager 
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TO ALL PACKAGE GOOD RETAILERS: 
You are hereby notified that 'fhe Boston Beer Company has 
entered into sefveral contracts to fair trade its bottled 
products throughout the Commonwealth of Massachusetts 
effective June lst, 1950 • . 
Enclosed herewith is Schedule A showing the resale prices 
to be charged by off•premise package licensees fo r our 
products; namely, B.B •. Stock Ale, Boston Light Ale and 
Boston Light Beer. 
All shipments made to you on and after June lst, 1950, will 
be subject to the so called "Fair Trading" provisi ons of 
the laws of the Commonwealth of Massachusetts. 
The prices may be changed by us from time to time and 
notice of at least ten (10) days will be given of any such 
change. 
We reserve the ri ght to make shipments~ohly to those 
retailers who maintain these r esale prices li s ted in §ched-
ule A. 
We gratefully acknowledge the · valued business you have 
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given us,, and look forward to a continuance of future 
pleasant relations. 
COPY 
Sincerely yours, 
BOSTON BEER COMPANY 
T. Reed Montgomery 
Vice Pres. & Gen. Mgr. 
I 
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